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VisitCalifornia.comVisitCalifornia.com
Where we areWhere we are……
Positive Feedback for Newly launched Web Site 
• Leverages the new California branding Campaign
• Site survey shows 84% of respondents feel the site delivers on 

the expectations of the California brand
• 98% of respondents feel the site is relevant and helpful as a 

trip planning tool
• Visitors spending more time on site: 66% increase in visitors 

spending over 1 minute on the site

When I visit that home page 
(visitcalifornia.com) it brings 
to mind all that I know 
about California from 
watching movies and the 
TV. It makes me want to 
visit. 
-smileycat
Smileycat Web Design Blog

• In February, 4,100 average daily 
visits as compared to 3,900 for 
December on archived site

• Decrease in percentage of people 
leaving the site without clicking to 
another link

• Based on initial feedback, we have 
already implemented some 
changes to the website

• Press has been favorable driving 
an additional 2,000 unique visitors 
in one day!



VisitCalifornia.comVisitCalifornia.com
……Where we are goingWhere we are going

Yet, there is more that we are planning to do …
• Better visibility on Search engines
• Improved internal search functions
• More editorial content:

– Developing new process for including events (send 
items to items to: web@visitcalifornia.com

– Additional content reflective of the diversity of 
activities throughout California
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CA Snow

Key Indicators for 
Campaign Effectiveness



Campaign Elements

• Television
– 30-second Brand TV

• Chicago, Atlanta, Houston, Dallas

– 20:10 Co-op TV with SWA CA Fares 
tag

• Internet
– Keyword - National
– Banner ads – Yahoo, On the Snow, 

Ski Central, Skinet, Goski
– email



CA Snow TV effort strongly 
breaking through to target

• Recall of CA ads much higher than 
competitive states
– CA Snow ad 39%
– Colorado Ski ad 12.3%
– Utah TV 10.1%

• Aware respondents were almost 
twice as likely to report Website 
visits as those who were unaware

– Example: In Chicago 13% of those 
aware visited website, versus 5.3 who 
were unaware of ads%)

Source: SMARI Advertising Effectiveness 2006



TV ads scored well, relative to competition 
with well established, higher funded ad 

programs

 CA CO MT UT 
Made you more interested in visiting this state 3.6 3.7 3.4 3.4 
Show experiences & places you are interested in 3.6 3.9 3.5 3.5 
Show a unique vibe & desirable lifestyle 3.6 3.7 3.3 3.3 
Show a good place for a winter vacation 3.8 4.1 3.7 3.7 

 

- California ad scored well in all areas -
especially for:

Shows a good place for a winter 
vacation. 

Creative Evaluation:

Source: SMARI Advertising Effectiveness 2006



TV ads favorably 
shaping perception of CA Snow 

product

• Consumers had a positive image of 
California’s off-hill activities, while their 
image of the state’s ski-related offerings 
was weaker 

• The ads were effective at boosting 
ratings for ski-related attributes: snow 
quality, challenge of the terrain, variety 
of the terrain, lift lines, weather, family 
programs, and scenery.

Source: SMARI Advertising Effectivene



Traffic to visitcaliforniasnow.com
started slowly, but likely to mirror 

results from 2006

• In 05/06 – achieved 92,000 visits to site 
between Nov – April
– 36,627 visits from Nov – Jan
– 55,373 visits from Feb - Apr

• High of 24,361 in February

• 06/07 Slow start likely correlated to weak 
snow conditions.  Creative for banners 
and keyword was modified to be more 
retail/promotional in nature – and 
numbers are improving: 
– 32,756 visits from Nov – Jan
– February to-date: 27,606

• 17,000 in a 3-day period – thanks to 
promotional giveaway of CA Beanie – see next 
page



Promotional Giveaway 
drives traffic to 

visitcaliforniasnow.com
(17,000 visits in 3 days)



Interactive advertising 
drives 30,945 visits to site

• Through January, Keyword 
campaign accrued 7,780 clicks 
to website (approx. $2.50/per 
click

• Through January, banner ads 
accrued 23,165 clicks to 
website (approx $6.48/per click
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